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YOUR TV ADs

ARE MORE

FORGETTABLE

THAN EVER.

AND THAT'S

1liE GooD NEWS.
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Accordln~ 10 a 1990 ~ludy of TV
comm~rdal recall. r~w~r vi~W~r5

'hall ~v~r can remember Ihe ).lSl
I'rim~ Hme cCllnm~rcial aired, rhe
)1n.1 of flv~ ~illlilar ~IIIlJics rOlllld
rl'Call at Ill'll. ill 196";; ill I~.~I, In "II
W.1:,\.1 ptlhry 41~lh

I\llhnu~h ., ,how('t! I Ill' "I1.lII'<""
1..111 fmin 231~il It) 61~1 illnOI1~ I tll'
ynulI~C!'1 .ltllllt~(rI1<.· so ".IIIt,'-1 V

l'\eneralion"1. lh~ laleSI sludy
tlClC'UmCIIIS hi~ d''l'rCdSC'' .11ll01l/:

hllih S<'XI~ .,"tl all ,'/.'l',nhx.IIMlIl.l1
,UU' hU.."HIUl' ~r()tlils

f hf~ ,d',\., fill' ,'\'," ~In\\"ill~

Iclt'vislOII ,ulIl usiull VC.11l'tl hy Ihl'
K'ulol VIUeOCdSoSl.·fles, l'lII11I11I'rUdl

dlllll'r, Jlld more .J1ll11""'" Itlt',11
JIllI (.1hll' ,1.lIi"IIS

TV AD REcALL IS lOWFST
AMONG FREQUENT VIEWERS,

I'he lreud is lIudeniable: Vllur TV
,lUdi,'nce is ill(:r~a~in~ly cOIll'lrIs<~1

,,/ rrcquelll, "hdrdcnnt V'('WCr.;

Unlortunalely. Ihis is preci~ly thl'
Vil'willl'\ 'Cl'\"J('1I1 which is "~.1'1

likelv til rt'lJII ,lIlti nos!'nlld '" V",,,
.hl\,cr, ,...1t IJ.,:

I'he silldy .llso shuwed thill mill
l'i1rl'tllt> prior ~lUllies, fewer w~re

IO'USl-d 00 Idl'l'i,ien 0111:01 fOil,
""'WI'" I"sl "1lolflllCnM In hI' illlh"
,omll" .Jnd hall Ilr f~ Vj(·Wl·.... W,'fl'

,II". ,Inill,\( olh,'r Ihin/:-s,

1\,','.lilt'I('!«.'I.1(.l'or.<'"i,xn\1.;iIl/:'r
l11edinul' I'roJotrauu"in~. t1l'l:tinill,\(
daytime viewership .nd 1II0r\'
.1l1tw Iillos'yk'!l",.lIltl you h.we a
1('.1' problem, I'onullotlely. JXJlVeVl'r.

I hl'n' is J ~"'lIliul1,
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Vllur oIlb Wlltk II.'nkT in 1lll'I1.Iin 11uIk.',
ho....·..u'<: ,..... ,1'''' 1-:"1 ""'IIln',lwIlII
Ihl'l11 I'lolin 110."1"" ",I, .1r",""'I.II11I,'
,lif.""... I. ,,,,,,,,1 ,\11.1 ", .....1 .., IIdl'llll
nlllmlll,'". 1(" ...I,'IS 1''''''1111: 111\·"ln...1
1"".11I,,: ,'''ur ,k' , ..II, III" IVhll'" ""'~''''
'.Illt "tI,:,.,., 1"'I1.-1ils .lIkl b.-olIU'" IIt.ll
I",'pl,,' 1,111 It.',hl. .11"'11 it .Hld n1Ik'IIh...r

I~' ~l
, "

REAO-l MORE PEOPLE,
AND MORE AFFLUENT PEOPI.E,

AT I.L'\S COST

" MI1~II,' 1..'111' lIt till' 1'1.lln 1h:.1l1'1

r,'o1l'lll" 71"" "I .a11 ,Idllh, 111
Cu)'.thuJ,:..1 ('J,'UI"~' ,)Ill,t ,t\'", HI,)'" til
~t.lulh iu hllU"K'hIIJd, ~\'tlh .ulu,!..1
m~llml'S u\'.., S.15.(~)(1. Iholt\ II '''fl'
1114011' .111 fht' I V Ih'tWltfk ... (p,"hUh'"

JI unl' IIUh'

I_osl ul ,III, Ill\' "," 1"1 Ihuu~uhllu

I Ill' ('lolil1 Ill,.. I,'. ""~1I11il'dl1lly

It"""" 111.111 Idl'\"llji"l1, Sf) )'011 ,.11)

•• IIClulld 1IIIIIIll'l,' 1111."",1":''''':''. 11hlll,'

"""'ll
11" ",ort" ';INMI nt'''' • ..JbnUI Ih..
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HOW ION
& faSPOTS SAY
uLOOK IN TODAY'S
NEWSPAPER FORMORE

INFORMATION?"
.EVER 'WONDERWHY?
. In toclay's changing economy, consumers are cautious.

Before they'll part with theirh~~ed dollar., they. want ,
information. Han! facts.·The nuts and\olts of your pmcluct
or service. 0n1~ The plain Dealer delivers all that. ,..." WIth
TV or radio ads, your potential customers can' only try to

remember what they've heard or seen. But with an ad. in

The plain Dealer there's never any doubt. ,..." B:n- FooE,
.', j~t oomicler how many people walk ~to your business carrying your ne~~r ad. They'll
:J,' never do that with a TV or radio spot. ,..." So, whether you need our zoned editions or full nul,

1--.,-;..-can-BolfHigley;-~alerAdvetliiing DixectDl, at 344 435O-toe1ayrHe1l-ehow-you-b()W-' ,
,~, .'get thew~ out. Because that's what your curi:orriers want. And the cuitomer is always righ~ ::,),~

t'.',;,· . - ::-: -- --- ---
- ' . " .. ~. '
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"ThePlainDealer
AndItsSpecial

--._StyleSections
-HelpUsAttract

OuLCustomersIn
The ~Efficient

WayIbssIble'
--"Wo!ve found The Plain Dealer­

to be the best mediwn for telling.
our'customers everything they
~ to know about our quality

.~~~_~~e..~ target tltOse customers even more directly.
Their ~histieatfd design and tone match our fashion personality perfectly.
Advertismg in lbe Plain Dealer just makes good sense:"
For~&tails on how The Plain Dealer can deliver your retail message righi to

~Cuslomcr'S door. call 344-4933. 1b.ePlainDeaIer
~~-------_. __....:.'...!:.l..I!a!!~.!p. in Adl,""i6irtgRmdtB .. ===a=
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MINI BUNI
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"The restaurant business is extremely competitive. so we need to make sure·
Sneakers always has high visibility with our customers.~ Plain Dealer has .
earned our confidence by consistently and effectively'reaching Ule people in .. ':~~~i:;; ;:. ,'. :-

.our Lake County area. And once The Plain Dealer helps bring people to us, .. ';f:~~~~:';: ti
'-We-know·we can keep them comingback-for-more:' . ' ',. 'F'~c ..•.:i.%~:;!:l..
.For details on how The Plain DeaJer·can deliver yOtftreta1J mesSage H-gtit·t~·- J.,.
your customer's home, call 344-4968. .

'!bePlain I • -

LtM,Irr<Jt,p ill Ad'ft1ujll9 1lI7ui16 ~_~_- •. __:__.~~
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Th'n'an'
n-:I.~)IL'-; lu ",',
buyanew l·ar.
child to ~ho(}1

d new addit ion
But Bank I

you Iht, SlllClI1­

need, With 110
inteorest you~
C8Sl'~* And Y'
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Kronheim's ""umlture ano 1ne raBl1I ueiU~I"

Making Headlines Together For
More Than 74 Years.

AlICIoftMi..... FunUnue aDd '...non CIIIIfI ... " ....~. 01 pnMdI..~C1eve1a8dmw.lIt,...... lid value in OM hornt faanulhlllllo Lawmw:e J. Ken..........1tId
Eup_ Phitliclt. Vice Chainnaa of1M BoIrd. otrer .Ir lnsJ&I* GIl die compIfty'.
aucceuf1a1 net record.

Mr: PhlIIlck IddI. "Far ...... pnnnodonI The PIIIn Daler's ftWbIe .... allow VI 10
.................. '01an, ofour Owe _1Ik-."... die .... 01 colO' ,. 0\11 priM
.......1oII'en8l1in vi~UtyNtpraducu rauB"

"'Our IoqcviCJ il ....'Y baed on ow ability~ setoarmesIIP ICI'OIIla die put»Uc. In tNt
,......". Pllin DalDbaI beta dWlrIcttIonc 01oar ICIwnditll .....· It'll YeI'f
dl'eaift colll'l'lltUcalicm IDOl.· ...Mr. lC&naea.

.
As Kronhetn loob ahad to che au, 75 yeas.
....SPlPCt__ ceftaiato remaln amajor COinpoMnI

ofItlllllrbda, "".. and1lIe "16.. OUler 5lIftd1
It die cenw of ICIonhehns' newlplper proaram.
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READ BETWEEN THE LINES

WHAT THE PLAIN DEALER
DID NOT MENTION.

PREPARED BY:
DANA NAGEL

WKYC-TV, CHANNEL 3
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~~EAD BETWEEN THE LINES

ON SUNDAY, FEBRUARY 9TH AND ON MONDAY,
FEBRUARY 17, 1992, THE PLAIN DEALER RAN
AN ADVERTISEMENT TITLED:

·WHY KNOWLEDGEABLE ADVERTISERS SHOULD
DIRECT THEIR BUDGETS INTO NEWSPAPER.·

FOLLOWING IS THE ADVERTISEMENT WHICH
APPEARED AS AN ARTICLE:

:H&lEYOU
EVERN0I1CED
HOWTELEVISION
& RADIO SPOlB SRl
uI.OOK IN TODAY'S
NEWSPAPER FORMORE

INFORMATIOW
EVER~WHY?...................-.--==::..

.........I ~~ -
. ""--- 1\0__ " ......

._o.Ir1\o 0-1- ,.,Y". .TV.~_ ,-.0.1__ ..Ir ....
,4~ __ ~. __ _.l ..

.wi") 1\0 0-1- ~'.__~ - ..-
,...-... _ _ ... _.1.1\0,1
__ TY -_-'-'- ~_...a__ _
..... Ko,Iooo DoooI.~_._ ... IloI .......--_.....--...--~ .._ ..-..

LET'S TAKE A CLOSER LOOK...
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READ BETWEEN THE LINES

THE PLAIN DEALER STATES:

-HAVE YOU EVER NOTICED HOW TELEVISION AND
RADIO SPOTS SAY LOOK INTO TODAY'S NEWSPAPER
FOR MORE INFORMATION? EVER WONDER WHY?-

CONSIDER THIS:

THE STATEMENT IS TRUE, SOME TELEVISION AND
RADIO SPOTS DO MENTION TO SEE TODAY'S PAPER
FOR MORE INFORMATION. HOWEVER, HERE ARE
SOME POINTS TO REMEMBER:

POINT #1~

MANY PRINT ADVERTISERS USE -AS SEEN ON TVr

THERE ARE SEVERAL REASONS SUCCESSFUL
BUSINESSES WANT TO BE ASSOCIATED WITH
TELEVISION.
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READ BETWEEN THE LINES

REASON:

ACCORDING TO R.H. BRUSKINS,-THE PUBLIC'S
OPINION OF THE ADVERTISING MEDIUM YOU USE
HAS A DIRECT EFFECT ON HOW YOUR PRODUCT
IS PERCEIVED:

TELEVISION WINS!

YOUR POTENTIAL CUSTOMERS FEEL THAT
TELEVISION ADVERTISING IS:

• THE MOST INFLUENTIAL!

• THE MOST AUTHORITATIVEl

• THE MOST BELIEVABLE!



TELEVISIONNEWSPAPER
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TELEVISION VS. NEWSPAPER

INFLUENTIAL

SOURCE: R.H. BRUSKIN
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r .It.a TELEVISION VS. NEWSPAPER
I AUTHORITATIVE
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NEWSPAPER TELEVISION

SOURCE: R.H. BRUSKIN
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I BELIEVABLE
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~~EAD BETWEEN THE LINES

THESE SUCCESSFUL ADVERTI~ERS

KNOW THE POWER OF TELEVISION
ADVERTISING AND WANT TO BE
ASSOCIATED WITH IT!

REASON:

IN ONE DAY, TELEVISION REACHES HALF
AGAIN AS MANY PROSPECTIVE CUSTOMERS
THAN NEWSPAPER DOES.

ADULTS REACHED

100r----------,

NEWSPAPER TELEVISION

SOURCE: R.H. BRUSKIN
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~~EAD BETWEEN THE LINES

IN ONE DAY, ADULTS SPEND EIGHT. TIMES
MORE TIME WITH TELEVISION THAN THEY
DO WITH NEWSPAPERS:

ADULTS: TIME SPENT

300r---------,

.. HRS. & 12 MIN.
2150t-----

200t------

1150\------

100 ------

150 -61-MINUTES-

o
NEWSPAPER TELEVISION

SOURCE: R.H. BRUSKIN
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~EAD BETWEEN THE LINES

SUCCESSFUL ADVERTISERS KNOW IT IS
JUST COMMON SENSE TO ADVERT~SE THEIR
PRODUCTISERVICE WHERE THE MOST
PEOPLE ARE LIKELY TO SEE ITI

WHY ELSE DO ADVERTISEMENTS USE:
-AS SEEN ON TV" IN THEIR PRINT
ADVERTISEMENTS?

BEASON:

IN TODAY'S COMPETITIVE BUSINESS WORLD,
YOU WANT YOUR MESSAGE TO BE SEEN,
HEARD AND READ AS MANY TIMES AS
POSSIBLE. THE MORE TIMES YOUR MESSAGE
IS DELIVERED ... THE BETTER!

COMBINING ALL YOUR ADVERTISING
EFFORTS TO MAXIMIZE YOUR RESULTS IS
CALLED USING A -MEDIA MIX." MANY
ADVERTISERS USE 80TH TELEVISION AND
NEWSPAPER TO DELIVER AND ENFORCE THEIR
MESSAGE.
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READ BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

-'N TODAY'S CHANGING ECONOMY, CONSUMERS ARE
CAUTIOUS. BEFORE THEY'LL PART WITH THEIR
HARD EARNED DOLLARS, THEY WANT INFORMATION.
HARD FACTS. THE NUTS AND SOLTS OF YOUR
PRODUCT OR SERVICE. ONLY THE PLAIN DEALER
DELIVERS ALL THA~-

CONSIDER THIS;

IT IS TRUE THAT CONSUMERS WANT AS MUCH
INFORMATION AS POSSIBLE BEFORE THEY PART
WITH THEIR HARD EARNED DOLLARS. IT IS NOT
TRUE THAT ONLY THE PLAIN DEALER DELIVERS
THE "HARD FACTS:

CONSUMERS GET THEIR INFORMATION FROM MANY
SOURCES. TELEVISION IS ONE OF THOSE SOURCES.
SINCE TELEVISION IS THE MOST AUTHORITATIVE,
THE MOST BELIEVABLE AND THE MOST INFLUENTIAL;
WOULDN'T TELEVISION BE A MAJOR SOURCE TO
DELIVER "HARD FACTS?"

THINK ABOUT YOUR LIFESTYLE...
.. WHERE DID YOU FIND OUT TODAY'S WEATHER?
.. WHERE DID YOU FIND OUT ABOUT TODAY'S MAJOR

EVENTS?

MORE PEOPLE FIND OUT ABOUT WHAT'S HAPPENING
IN THE WORLD AROUND THEM FROM TELEVISION.

TELEVISION IS A PART OF THE AMERICAN LIFESTYLE.
IT'S WHERE YOU CAN REACH WHATEVER KIND OF
PEOPLE YOU NEED TO REACH. IN FACT, ONCE YOU
KNOW WHAT CUSTOMER GROUP YOU WANT, THE
SHORTEST DISTANCE TO THEM IS THROUGH
TELEVISIONI
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READ BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY:

·WITH TV OR RADIO ADS, YOUR POTENTIAL
CUSTOMERS CAN ONLY TRY TO REMEMBER
WHAT THEY'VE HEARD OR SEEN. BUT WITH
AN AD IN THE PLAIN DEALER THERE'S NEVER
ANY DOUBT.'

CONSIDER THIS:

TO SHOW YOU WHY THIS STATEMENT IS UNTRUE...
LET'S TAKE A QUICK TEST.

NAME THE FIRST COMPANY THAT COMES TO MIND
IN THE FOLLOWING CATEGORIES:

NAME A MATTRESS COMPANY.

NAME A FAST- FOOD CHAIN.

NAME AN OVERNIGHT DELIVERY SERVICE.

NAME A TIRE COMPANY.
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READ BETWEEN THE LINES

DID YOU ANSWER:

• SEALY MATTRESS?

• Me DONALD'S?

• FEDERAL EXPRESS?

• GOODYEAR TIRES?

IF YOU DID, YOU'RE ON THE MONEYll WHEN
SURVEYED, MOST PEOPLE ANSWER NAMING THE
ABOVE COMPANIES

SUCCESSFUL COMPANIES USE TELEVISION TO
DELIVER THEIR MESSAGE... SHOULDN'T YOU?
THE ABOVE COMPANIES HAVE USED
TELEVISION EXTENSIVELY TO CREATE TOP OF
MIND .AWARENESS. THE MORE TOP OF MIND
AWARENESS YOUR PRODUCT OR SERVICE HAS, THE
MORE SUCCESSFUL YOU'RE LIKELY TO BE.
TOP OF MIND AWARENESS IS NOT CREATED IN
THE NEWSPAPER! ONLY TELEVISION CAN CREATE
DEMAND AND DESIRE AND MAKE A NAME FOR
YOUR COMPANY.

SUCCESSFUL COMPANIES USE TELEVISION TO
DELIVER THEIR MESSAGE... SHOULDN'T YOU?
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IF IT'S TRUE THAT CUSTOMERS -CAN ONLY
TRY TO REMEMBER WHAT THEY'VE HEARD
OR SEEN... •

HERE IS ANOTHER QUICK TEST:

(YOU'LL NEED A PENt)

MAKE A LIST OF ALL THE NEWSPAPER
ADVERTISEMENTS YOU REMEMBER? NAME
ALL THE ONES THAT ARE -TOP OF MIND-;

DID YOU REMEMBER THESE IMPORTANT KEY ELEMENTS
THAT YOU'D WANT YOUR POTENTIAL CUSTOMERS TO
REMEMBER:

1. NAME OF BUSINESS/SERVICE?
2. SPECIAL PROMOTION. SALE. OR IDEA?
3. LOCATIONS?
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~EAD BETWEEN THE LINES

NOW, MAKE A LIST OF ALL THE TELEVISION
COMMERCIALS YOU REMEMBER:

--------------------------------------------
--------------------------------------------
--------------------------------------------
--------------------------------------------
--------------------------------------------
--------------------------------------------
HOW DID YOU DO? IF YOU'RE LIKE MOST PEOPLE,
BECAUSE OF THE POWER OF TELEVISION, YOU'LL
REMEMBER MORE TELEVISION ADVERTISMENTS THAN
NEWSPAPER.

CONSIDER THIS;

WHEN IS THE LAST TIME SOMEONE ASKED YOU:
-DID YOU SEE THAT GREAT NEWSPAPER AD?I?'

CHANCES ARE A TELEVISION COMMERCIAL HAS
BEEN A TOPIC OF CONVERSATION IN YOUR
DAILY LIFE. AND, CHANCES ARE, A NEWSPAPER
ADVERTISEMENT HASN'T!

IF YOU REMEMBERED MORE TELEVISION ADVERTISEMENTS
THAN NEWSPAPER ... IS NEWSPAPER ADVERTISING
EFFECTIVE?

HOW CAN THE PLAIN DEALER SAY WITH NEWSPAPER
THERES NEVER ANY DOUBT?
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THE ARTICLE GOES ON TO SAY:

-FOR PROOF, JUST CONSIDER HOW MANY
PEOPLE WALK INTO YOUR BUSINESS
CARRYING YOUR NEWSPAPER AD. THEY'LL
NEVER DO THAT WITH A TV OR RADIO
SPOT.-

WELL, HOW CAN THIS BE ARGUED?

YES, IT'S TRUE, CUSTOMERS BRING IN
YOUR NEWSPAPER ADVERTISEMENT. SINCE
IT'S IMPOSSIBLE FOR CUSTOMERS TO
PHYSICALLY BRING IN A TV OR RADIO SPOT,
IS THIS A FAIR COMPARISON?I?

AS WE MENTIONED BEFORE, TELEVISION
CREATES TOP OF MIND AWARENESS. TELEVISION
MAKES A LASTING IMPRESSION IN YOUR
POTENTIAL CUSTOMERS MIND, AN IMPRESSION
THEY CARRY WITH THEM ALWAYSIII
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.f_EAD BETWEEN THE LINES

ON BIG POINT TO ARGUE IS HOW MANY
POTENTIAL CO~TUMERS SEE YOUR. AD...
OR BETTER YE~T... READ YOUR AD?

LET'S TAKE A CLOSER LOOK:

THE PLAIN DEALER CIRCULATION IN
CLEVELAND ADI HOUSEHOLDS

PLAIN DEALER

29%

1990

THE PLAIN DEALER'S CIRCULATION IS ONLY
29% OF THE CLEVELAND ADI HOUSEHOLDS!


